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ABSTRACT 
 
In realizing the 4.0 industrial revolution, there are several sectors that have become 
priorities in the 4.0 industrial revolution, one of which is the Food and Beverage 
sector. However, to realize this, there are a number of problems that must be 
resolved, including the loss of small micro-enterprises, the small use of e-commerce 
by MSME owners, the lack of attention to product innovations, and lack of 
management and only "just do it" approach. This study aims to solve existing 
problems by designing a model business for culinary MSME startups with the aim of 
being able to adjust to the culinary business conditions in this era of industrial 
revolution 4.0. This study uses interview and observation methods to determine the 
current culinary business conditions and the problems at hand. From the results of 
the interview found a number of main problem points, and from these points, the 
author designed a new business model that is suitable for MSMEs in the era of 
industrial revolution 4.0. From this design, it is expected to be able to help MSMEs to 
catch up and be able to make a major contribution to the Indonesian economy. 
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1. INTRODUCTION 
Indonesia has aspirations to enter the 
Global Top 10 Economy in 2030. And 
to make this happen, there are several 
sectors that are a priority in the 4.0 
industrial revolution, one of which is 
the Food and Beverage sector. 
Industrial Revolution 4.0 prioritizes 
change especially in the field of 
technology. At present, the ease of 
selling and transacting is getting faster 
and easier with the internet. New and 
innovative applications are emerging 
to make it easier for the public, for 
example Gojek, Grab, Tokopedia, 
Lazada, Instagram and so on. The ease 
of selling makes it easier for sellers to 
expand to get more customers from 
various national regions. The Ministry 
of Industry itself also recognizes that 
the Indonesian people, especially 
MSMEs, can be able to keep up with 
the changes, because the era will 
continue to move forward as well as its 
people, so it needs to adapt 
continuously so as not to lag behind. 
Besides having to follow advanced 
technology, product innovation is often 
needed in business competition. An 
example is milo head ice which is 
currently booming in Indonesia.	 This 
snack at a glance looks interesting 
because it's unique and has never been 
on the market. But if you do not make 
changes or adjust to market conditions, 
the business will not last long. In 
realizing the 4.0 industrial revolution, 
all industrial sectors must be faced 
with several problems, including the 
lagging of small and medium micro 
enterprises. In his statement it was 
stated that 62% of workers in 
Indonesia work in micro and medium 
scale industries such as MSMEs. 
Which is where the president's 
attention is to increase the MSME 
sector itself in the 4.0 industrial 
revolution. In 2016, the culinary 
MSME sector contributed 29 percent 
of manufacturing GDP, 24 percent to 
manufacturing exports, and absorbed 
33 percent of the manufacturing sector 
workforce. When compared to other 
countries, Indonesia's food and 
beverage sector has a large growth 
potential because it is supported by 
abundant agricultural resources and 
large domestic demand.  
In addition, the technology-based 
4.0 revolution made UMKM owners 
grow too. According to Kominfo, of 
the 57.9 million MSMEs in Indonesia, 
only 9% have e-commerce capabilities. 
The rest only relies on direct sales, 
without going through other marketing 
media. Then the lack of innovation 
causes people to get bored easily and 
easily switch to other products. 
According to Ries (2011), many 
entrepreneurs are reluctant to use 
management and only act with the 
"just do it" approach. Because they do 
not have an adequate management 
paradigm, what happens is a waste of 
resource capacity. The number of 
failures such as products that were 
withdrawn from the market a week 
after it was launched, businesses that 
were adored by the mass media but 
were forgotten after a few weeks, and 
new products that were launched but 
were not used by anyone were often 
regretted not only because of negative 
economic impact for employees or 
companies, but also waste major 
resources for business owners, namely 
time, passion and human skills. 
Therefore, to solve this problem, the 
research question arises: "How is the 
design of a business model suitable for 
Micro and Medium Enterprises in the 
culinary field in the era of industrial 
revolution 4.0?". To answer this 
research question there are several 
points that must be analyzed, namely 
(1) What is the current condition of the 
culinary MSMEs? (2) How is the 
analysis of Busines Model Canvas 
blocks related to the current condition 
of MSMEs in the culinary field ?; (3) 
What are the current problems faced 
by MSMEs in the culinary field; (4) 
How is the business modeling concept 
effective for? 
 
2. RESEARCH METHOD 
This research is a qualitative 
study using the paradigm of 
interpretivism. The paradigm of 
interpretivism focuses more on the 
detail of reading or the results of 
interviews, writings and images which 
are then analyzed what is meant by all 
of them in order to gain an 
understanding of the behavior of a 
social group and from the results of the 
analysis will explain a phenomenon 
that occurs. The paradigm of 
interpretivism views social reality as 
something holistic, not separate from 
one another, complex, dynamic, full of 
meaning, and the relationship between 
symptoms is reciprocal, not causality. 
Data collection techniques used are 
observation and interview methods. 
The interview aims to obtain data 
about the thoughts, views, 
understanding and experiences of the 
parties involved in the company and 
outside the company. Interviews will 
be conducted with parties related to the 
object of research, namely 3 MSME 
owners and 1 successful culinary 
venture. Observations in this study 
were used to strengthen interview data 
to strengthen data before it was 
processed into analysis. Observation is 
carried out by making observations and 
recording systematically both directly 
and indirectly on culinary efforts in 
Surabaya. In this study, the authors 
used method triangulation and data 
source triangulation. Triangulation 
method is done by comparing 
information or data in different ways to 
obtain the truth of reliable information 
and a complete picture of certain 
information. For information 
gathering, researchers used a semi-
structured interview method. This is 
intended to be able to use different 
informants to check the truth of the 
information through various 
perspectives or views that are expected 
to obtain results that are close to the 
truth. The second is the triangulation of 
data sources, which explore the truth of 
certain information through various 
methods and sources of data 
acquisition such as written documents, 
archives, historical documents, official 
records, notes or personal writings and 
pictures or photographs. From each 
method it will produce different 
evidence or data, which will then give 
different insights regarding the 
phenomenon under study. 
3. RESULT AND DISCUSSION  
From the results of the research 
that has been done, Based on the 
results of interviews with various 
sources, many people are now opening 
culinary businesses. The soul of a 
community entrepreneur starts to rise. 
They are learning and booming food 
trends, making it a business. The types 
of food and drinks sold vary. The 
emergence of new businessmen makes 
competition in the market increasingly 
increasing. In addition, they also say 
that now with the presence of online 
applications such as Grab and Gojek, 
people often order food and drinks 
through these applications. By using 
such a system, the community is 
facilitated in terms of time and energy. 
The speakers also concluded that 
brochures or billboards were not the 
main alternative in disseminating 
promotions to customers. Social media 
is currently used as the main 
suggestion in promoting. A number of 
restaurants that use social media as 
promotional media are often found, 
even well-known restaurants often put 
up promotional advertisements through 
social media. This often attracts the 
attention of the public, especially those 
who are active in social media to 
continuously check the latest updates 
from restaurants or existing beverage 
food products. From the results of in-
depth interviews, the authors found a 
number of fairly critical problems 
related to the blocks of segment in the 
Business Model Canvas. In this 
discussion, the writer compared it with 
the successful culinary efforts, namely 
De Boliva. In interviews with MSME 
owners, the authors found that in 
launching a new menu, one of the 
MSME owners did not test the market 
regarding its new menu. Which is 
where there is no testing system for the 
market or the customer. The testing 
system or tester is a close relative or 
family only as a trial sample, which is 
an internal trial only. The lack of 
validity in the trial can affect the age of 
the product after it is launched. From 
the results of interviews with a number 
of MSMEs, it was found that most of 
them still use physical sales or 
promotions, either through brochures, 
banners, or word of mouth promotion. 
It can be said that the use of 
technology in the sales system here is 
still not optimal. They know promoso 
activities through social media, but are 
less optimized for their business use. 
Given that promotion needs to be done 
to increase consumers, build their 
preferences, brand promotion, nurture 
consumers, and increase sales which 
ultimately increases profits. In some 
MSMEs interviewed by the authors, 
there were some who did not have 
business licenses. They argue that 
business licenses seem riberous and 
detrimental because there must be tax. 
This tax makes them reluctant to take 
care of permits, because of irregular 
income, they are afraid if they cannot 
pay the tax. Some MSMEs have 
partnerships with suppliers or rental 
shops to improve their business. In the 
course of their business, MSME 
owners are often faced with problems 
regarding business partnerships, 
including suppliers and rental of stands 
or buildings 
After conducting several 
interviews with resource persons and 
analyzing all existing conditions and 
problems, the author provides a 
solution to the problems of culinary 
MSMEs by designing a new business 
model. To design this new business 
model, the author began by designing 
concepts related to the new business 
model. In this concept, there are 
several stages or stages that a 
businessperson must go through in 
establishing his business. The stages 
are in the form of idea generation, 
development, preparation, execution, 
and stabilization.	 This stage of Idea 
Generation is the initial stage when 
you want to start a business. At the 
beginning before starting a business, 
entrepreneurs need to know what 
business they want to make. In 
culinary business, there will be many 
variants of food and beverage products 
that can be traded, but not all products 
can be favored by the public. 
Therefore, prospective entrepreneurs 
must know what is desired by the 
community, and what is needed by the 
community. The Development Stage is 
a continuation stage of Idea 
Generation. After formulating a 
business idea that will be applied, it's 
time to develop. The development here 
is a more in-depth analysis of the 
manufacture of products and the 
identity of the business itself. The next 
stage is the preparation stage 
(Preparation), which is the stage of 
"finalizing" all aspects of the business 
before the business is finally launched. 
Everything that has been developed in 
the previous stage will be more refined 
and further elaborated, in other words, 
this stage refines the previous stages to 
be ready to enter the next stage. This 
execution stage is the business stage to 
start acting and show yourself to the 
market. At this stage all aspects will 
carry out their respective roles in 
running the business. The last is 
Stabilization Stage. In the stabilization 
stage, all aspects of the business adjust 
to the conditions. These stages are 
expected to help MSME entrepreneurs 
both beginners and those who have 
pioneered in developing their culinary 
business. These stages are 
complemented by various factors such 
as production management, finance, 
marketing, human resources, even 
legality, which are needed in 
developing UMKM culinary 
businesses. Each factor has a different 
level and evaluation, adjusted for the 
stages being undertaken. Each of these 
stages ensures that MSME owners 
carry out any activities needed in 
formulating ideas, developing products 
or businesses, preparing all 
preparations, running a business until 
the time the business is stable. Existing 
activities are adjusted to the conditions 
of the industrial revolution 4.0 where 
technological involvement is needed. 
 
 
4. CONCLUSION 
The results of the discussion analysis 
reveal the problems faced by culinary 
MSMEs. Of the existing problems, the 
concept of a business model is 
formulated that is suitable for the 
condition of MSMEs in the industrial 
revolution 4.0. The author determines a 
number of stages to form a business. 
These stages include Idea Generation, 
Development, Preparation, Execution 
and Stabilization. These stages are 
based on the experiences of MSME 
owners how to start a business from 
the ground up to enter the independent 
stage through these 5 stages. In each 
stage there will be supporting aspects 
such as aspects of production 
management, financial management, 
marketing management, HR 
management, and legality. Each stage 
will discuss related aspects according 
to the stages of development. 
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